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ABSTRACT
The purpose of this study was two-fold: (a) to identify the
dimensions of event quality associated with high school
football games and (b) to develop a scale, Event Quality
Scale of High School Football (EQS-HSF) that measures
event quality of high school football games. Applying a
random cluster sampling method, participants were
adult spectators (N = 404) from three high school football
home games. Following the scale development
procedures suggested by Churchill’s (1979), a total of 25
items under six factors (Game Attractiveness, Event
Setting, Economic Consideration, Social Opportunity,
Exciting Atmosphere, and Enjoyment Experience) were
written and validated through qualitative (i.e., review of
literature and panel expert) and quantitative methods
(confirmatory factor analysis). With appropriate
application and continued improvement, the EQS-HSF
has displayed great potential to be a valuable marketing
tool to examine sport consumer behavior associated with
high school football games.

INTRODUCTION
Spectator sport continues to be a popular leisure behavior of Americans. Millions of spectators attend
professional and amateur sporting events and activities every year (Ross and James, 2006). As an
American tradition, a football game event is often viewed and promoted as a community festivity to
build community bond, common interests, and cultural identity (Bowling, 1999; Leone, 1997). At
different levels of competition, such as youth, high school, college, or professional, sport fans
gradually grow an emotional attachment with a team, a sense of empowerment, excitement,
familiarity, and passion (Grossberg, 1992; Mitrano, 1999). Although connections between fans and a
team may be present at all competition levels, high school games represent the initial stage of wellorganized competitions that often draw the attention and involvement of many American
communities. On Friday evenings in the fall, many residents across American communities attend
local high school football events as a great sport tradition. For many young people, going to a high
school football event is an essential part of growing up. In fact, attending local high school football
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games is often considered as an opportunity to connect with the community. High school graduates
return home and attend games to cheer for their alma mater.
Interscholastic sport at the high school level supports the academic missions of education as they are
extensions of core educational programs. Students that participate in high school athletics tend to
have higher grade point averages, better attendance rates, lower drop-out rates, healthier eating
habits, more consistent exercise programs, and fewer discipline problems than students not involved
in high school athletics (Hums and MacLean, 2008; Vrcan, 1986). The need for understanding the
resources of high school athletics is particularly critical because interscholastic athletic programs are
classified as extracurricular activities and they are more vulnerable to budget cuts (Bravo and
Chelladurai, 2005; Vrcan, 1986). Due to the limited funding sources, many high school athletic
programs have to make tremendous marketing effort in revenue generation in order to support their
football teams, including promotions for event attendance as ticket sales are a major revenue source
for high school football programs (Clark, 2009). As a matter of fact, ticket sales at high school
football events could have a strong impact on the entire revenue generation of some athletic
departments. For instance, in 2007 a high school in the city of Cleveland had revenue of
approximately $30,000 generated from 10 regular season football games, which counted for 50% of
revenue from ticket sales of all athletic sporting events (Ohio High School Athletic Association,
2007). Much of the revenue generated by high school football program helps fund and support other
athletic activities within an athletic department. Essentially, it is important for athletic
administrators to understand those variables associated with the attendance of high school football
events. Better understanding of marketing variables associated high school football events would
help improve the quality of event offerings and enhance the competitiveness of an event’s core and
extension products and services. High school athletic programs may utilize the obtained information
to promote their football events more effectively, provide a more enjoyable atmosphere for the fans,
offer improved services at the stadium, and thus generate more revenues.
Over the past decade, a great number of studies have been conducted to examine those factors that
affect consumption behavior at sport events. Researchers have conducted studies from two
perspectives: pull and push factors. Pull-factor studies focus on market demand variables (Byon et
al., 2010; Zhang et al., 2003) and event operation activities (Byon et al., 2009; Greenwell et al., 2002;
Zhang et al., 1998); whereas, push-factor studies focus on sources of fan motivation (Trail and James,
2001; Wann, 1995) and team identification (Heere and James, 2007; Wann and Branscombe, 1993).
The pull factors are characterized as being tangible marketing variables directly related to the core
or extension elements of a sport event. Due to their direct relevance to event marketing, research
findings of market demand and event operation activities tend to be of more direct managerial
implications. Conversely, push factors are latent, psychological variables that may or may not be
present within individuals. It usually takes time for sport consumers to develop their psychological
orientations toward an athletic team; however, once formed, these motivation and identification
variables may have a long lasting effect on sport consumption behavior although they usually do not
provide direct marketing implications.
The purpose of this study was to identify the dimensions of pull factors associated with event quality
of high school football games and develop a scale, the Event Quality Scale in High School Football
(EQS-HSF), which would measure key market demand and event operation activities pertinent to
attending high school football events. Focusing this study on pull factors was based on the following
considerations: (a) to a great extent, market demand variables and event operation activities are
directly or indirectly controllable factors that interscholastic athletic administrators may manipulate
in forming a marketing mix (i.e., product, place, price, and promotion) and attracting event
attendance; (b) specific market demand variables and event operation activities would offer
information; (c) to date, no study has been conducted that investigates pull factors associated with
high school football events. One reason for the lack of marketing research attention on high school
sport events is likely due to the absence of a valid measure that assesses event quality issues specific
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to the high school athletic setting; and (d) high school football was selected for this study because it
generates the largest potential revenue for an interscholastic athletic department and the largest fan
demand in terms of ticket sales and average spectator attendance.
CONCEPTUAL FRAMEWORK
Through a comprehensive review of literature, a conceptual framework is proposed for the EQS-HSF
that includes six dimensions pertinent to assessing event quality of high school football games.
Game Attractiveness
Game attractiveness has been defined as a spectator’s perception about core functions of a sport
competition that usually involves home and opposing teams. It usually include such variables as
team’s win/loss record, presence of star players, athletic skills, team’s conference standing, overall
team quality, and rival opponents. According to Mullin et al. (2007), a sport game itself is the core
service of spectator sport. In any spectator sport, presence of teams is the fundamental element
necessary for organizing an event. Teams involved have a reciprocal relationship, in which one or
both teams can induce spectator consumption. For instance, playing with an arch-rival team can
draw high demand of ticket selling. This phenomenon has been well documented in sport marketing
literature (e.g., Byon et al., 2010; Zhang et al., 2003).
Game attractiveness has been extensively researched at the college level (DeSchriver, 1999;
DeSchriver and Jensen, 2002; Fizel and Bennett, 1989; Madrigal, 1995; Murrell and Dietz, 1992;
Trail et al., 2003), minor league level (Schofield, 1983; Zhang et al., 1997), and professional level
(Byon et al., 2010; Hansen and Gauthier, 1989; Lascu et al., 1995; Melnick, 1993; Zhang et al., 1995).
Studies have found that a high winning percentage will bring larger crowds to sport events (e.g.,
DeSchriver, 1999; DeSchriver and Jensen, 2002; Zhang et al., 1995, 1997). Deschriver (1999) found
that winning percentage, both previous season and present season, has been found to be positively
correlated with spectator attendance at the college level. Similar results have been reported at
professional level of competitions (Schofield, 1983; Zhang et al., 1995; 1997). The win/loss ratio seems
to be more applicable at smaller college schools as an attendance motivator (Krohn et al., 1998); so, it
is certainly an important variable of the current study since this investigation focused on high school
football games. The quality of the team is also an important variable representing game
attractiveness factor. Becker and Suls (1983) argued that when team played well, the number of fans
attending the professional game would increase. Kaempfer and Pacey (1986) stated that “the quality
of the home team is important because winning teams and traditionally successful programs attract
larger college crowds” (p. 179). It is thus presumed that successful past performances of both home
and visiting teams will increase the likelihood of an individual attending a football game. Chang
(1999) found that perceived game quality showed positive effects on spectator satisfaction of a sport
event, which in turn affected future college basketball attendance. Fizel and Bennett (1989) found
that consumer perception of quality games was related to financial successes of the home team.
Various researchers (e.g., Byon et al., 2010; Madrigal, 1995; Zhang et al., 1995) indicated that the
quality of the opponent significantly affected spectator enjoyment. Similarly, conference or league
standing has been found to have a positive relationship with attendance at minor league hockey
events (Zhang et al., 1997) and professional basketball events (Zhang et al., 1995). When a team is at
the top or near the top of the conference, more people seem to attend games. This premise has been
empirically tested as Zhang et al. (1995) found that the league standing of the home team was
significantly related to the number of seasons attended at the NBA games. In Hansen and
Gauthier’s (1989) study, items most representing attendance increase per game and per season basis
were those concerning a professional team’s involvement in the playoff race.
Rivalry is another important aspect of the sport event that often draws attendance. A quality
opponent or rival has a positive impact on attendance at college (Madrigal, 1995) and professional
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games (Zhang et al., 1995). Teams seem to play with more heart and passion when playing in a
rivalry game. According to Mullin et al. (2007), the core sport product (i.e., game itself) is a unique in
that the most hatred rivalry team is well considered as one of the important factors contributing to
fan attendance because home team fans want to see their team beating arch-rival team. This aspect
is one of the factors that separate sport marketing products from non-sport marketing products.
Furthermore, scholars have argued that traditional rivals have been known to increase the size of
the crowd due to the probability of a higher quality of play, more enjoyment, and a more exciting
college game (Mullin et al., 2007).
Event Setting
Event setting is defined as consumer perceptions toward event environment and accommodation
conditions associated with a sport event (Zhang et al., 2007), which is similar to the residual
preference concept proposed by Schofield (1983). Event environment includes such variables as
weather, behavior of other spectators at the game, indoor or outside, day of the week, and the time of
the day that the game event takes place. Fan accommodation is usually related to such event
operation variables as cleanliness and attractiveness of the facility, and comfortable seats. This
factor has been found to be positively related to fan attendance at college (DeSchriver, 1999;
Wakefield and Sloan, 1995; Wells et al., 2000), minor league (Zhang et al., 1997), and major league
(Byon et al., 2010; Hansen and Gauthier, 1989; Hill and Green, 2000; Schofield, 1983; Zhang et al.,
1995) professional competition levels. Game time and day of week have been found to have a strong
impact on spectator attendance at the high school (Hay and Roa, 1984), college (Wells et al., 2000),
minor league (Schofield, 1983; Zhang et al., 1997), and major league (Zhang et al., 1995; Zhang et al.,
1998) sport events. Weekend games and evening games have been found to increases attendance in
professional sports (e.g., Hansen and Gauthier, 1989). This may also be true to draw spectators to
high school football games since the games occur Friday nights or in some instances on Saturdays.
Sport spectators may evaluate the attractiveness of the stadium, thus affecting their attitudes and
desire to attend future sporting events at the stadium (Wakefield et al., 1996). The attractiveness of
the stadium may include such variables as colors of the seats and walls, scoreboard appearance, and
signage. Wakefield and Sloan (1995) termed these attractiveness elements as ‘sportscape’, which was
found to have positive impact on fan attendance at college sport events. The presence of quality
amenities such as scoreboard provides fans with something to do and look at when a break occurs
during the game (e.g., a time-out, change of possession, or intermissions). Also, clear directions in the
stadium may alleviate some crowding problems and concerns caused by disorganization. According
to Popke (2000), the amenities of the college stadium have been known to keep fans coming back
even with a losing record (Popke, 2000). The cleanliness of the facility has been found to be positively
related to event attendance at college (Wakefield et al., 1996; Wakefield and Sloan, 1995) and
professional (Hill and Green, 2000; Robertson and Pope, 1999) sport events. Cleanliness factor was
also found to have a significant impact on college spectators’ desire to stay in the stadium (Wakefield
and Sloan, 1995).
Sport spectators may not attend as many sporting events in the presence of poor fan behavior. Poor
fan behavior may include yelling obscenities at players, coaches, referees, and/or other spectators.
Inappropriate fan behavior also includes violence, where fans throw objects and start physical fights.
When poor behaviors occur often, spectators may decide that attending a game is no longer worth the
risk of becoming injured. All in all, behavior of the fans has a significant impact on sport event
attendance (Wakefield and Sloan; 1995).
Economic Consideration
The economic consideration factor is defined as an individual’s perception of economic issues
associated with a sport event, such as ticket price, ticket affordability, and cost of concessions or
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merchandise at venues. This factor has been studied at various levels of sport competitions,
including high school (Armstrong, 2002), college (DeSchriver, 1999; DeSchriver and Jensen, 2002;
Wells et al., 2000), minor league (Zhang et al., 1997), and major league (Schofield, 1983; Zhang et al.,
1995; Zhang et al., 1998) sports. In general, researchers have found that economic variables were
negatively related to event attendance. When the perceived cost is high, event attendance may be
lowered. In particular, this phenomenon was verified empirically in a sport economic study
conducted by DeSchriver (1999), who found that the ticket admission price was negatively correlated
with attendance at collegiate sport events. Additionally, presence of other forms of entertainment
options has been found to have a negative effect on game attendance (Robertson and Pope, 1999;
Zhang et al., 1997). Competition for entertainment dollars may come from such offerings as movies,
plays, or concerts.
At sport events, it is important to provide concessions that are of good quality with reasonable price.
Good food and drink invite people to attend the game while allowing spectators to snack or eat a
meal at a game event (Melnick, 1993). Quality food service has been found to have a positive effect
on event attendance (Melnick, 1993; Wakefield and Sloan, 1995). According to Hay and Roa (1984),
high school and college football coaches ranked concessions as an important factor in game
attendance. Noticeably, food and drink price have been found to be negatively related to the age of
the spectators at professional games (Zhang et al., 1998), suggesting that the younger crowd is not as
much concerned about the price of concessions as the older individuals.
Social Opportunity
Social opportunity refers to the consumer’s perception of a sport event as a place of social
interactions (Melnick, 1993). Representing variables may include such activities as fan fares, athletic
program sponsored tailgating party, alumni gathering, interacting with others at the event, meeting
new people, spending time with family members, and spending time with friends. Various scholars
have found that social opportunity is a major attraction for people to attend college (Guttman, 1986;
James and Ridinger, 2002; Kahle et al., 1996; Melnick, 1993) and professional (Lascu et al., 1995;
Robertson and Pope, 1999; Zhang et al., 2004) sport events.
Melnick (1993) discussed how sport spectating has become an experience, in which spectators come
together to be entertained while also enriching their social lives. Due to urbanization and increased
life pace, many forms of community gathering opportunities and camaraderie in extended families
and local neighborhoods in the past are no longer in existence today. That is why people seek out
other places, such as sporting events, to satisfy the need for social relationships with others. Many
people tend to attend sporting events in search of social encounters and camaraderie with familiar
individuals or complete strangers. Sport spectators, in general, and their neighbors at the games
most likely have never met, yet they can share the same commitment to the event, enthusiasm,
interest, and excitement. According to Guttman (1986), spectators enjoy the encounters with other
people who cheer for the same team. Wann and Branscombe (1993) discovered that college spectators
even perceived the fans of the opponent as unique and thus socially bonded together. Zhang et al.
(2004) found that the social aspect was the important sub-dimension of market demand associated
with a newly franchised NFL team.
A number of researchers indicate that women have shown higher levels of motivation in attending
college (Kahle et al., 1996; Wann, 1995; Wann et al., 1994) and professional (Lascu et al., 1995)
sporting events to spend quality time with family and friends. Lascu et al. (1995) found that females
were more likely to attend a professional sporting event with a friend (Lascu et al., 1995). Many
individuals attend college games to display support when friends and family members are fans of the
team (Wakefield, 1995; Wann et al., 1999). People also tend to attend games when family members
or friends are participating in the athletic event (Guttman, 1986).
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Exciting Atmosphere
The exciting atmosphere factor refers to a unique emotional evaluation that spectators feel as they
visualize the decorations and listen to music, public announcers, and audience chats of the sport
events that add to the excitement of the game, relaxing atmosphere, diverting from ordinary routine
(Wann, 1995). Eustress, positive stress, has been found to be a strong motive for attending sporting
events at the high school (Armstrong, 2002), college (Krohn et al., 1998; Kwon and Trail, 2001;
Madrigal, 1995; Wann et al., 1999), and professional (Zhang et al., 2001) sport events. The exciting
atmosphere factors represent a major attraction to many college spectators as they try to break the
monotony of repetitive job schedule, remedy businesses, and relate to the challenges athletes
experience during sport competitions to their personal life (Krohn et al., 1998). According to Zhang et
al. (2001), “spectators at minor league hockey are attracted to a game for its pleasure and benefits of
physical and mental well being” and “sport game attendance can also be used as an escape from
work and the other tediums of life” (p. 44). It may be assumed that an individual obtains both
physical and mental relaxation by attending a sporting event and temporarily forgetting about their
personal and/or professional stresses.
Searching for what attracts fans to attend minor league hockey games, Zhang et al. (2001) found
that exciting atmosphere was related to the number of games a spectator intended to attend. Various
scholars have found that males seem to have a stronger desire for event elements that lead to
entertainment and escape than females when attending college sport events (Kwon and Trail, 2001;
Wann et al., 1999). Spectators considered many components of the game exciting, such as speed of
the game, tough/aggressive play, and love of the game, which were found to exert a positive impact
on attendance at minor league hockey games (Zhang et al., 1997).
Enjoyment Experience
Enjoyment experience is operationalized as an assessment that spectators have by obtaining specific
knowledge of the game, witnessing skillful plays and many other aspects of the event, and reflecting
on the event after attending it. These variables have been found to have positive relationships with
attendance at sport events (e.g., Armstrong, 2002; Madrigal, 1995; Zhang et al., 2001). Event
enjoyment was found to have a strong attraction for attendance at the college sport events (Wann,
1995; Wann et al., 1999). Madrigal (1995) found that enjoyment experience was directly related to
the satisfaction of attending a college basketball game event. Armstrong (2002) supported Madrigal’s
result by finding that event enjoyment was a significant predictor of game attendance at both high
school and professional sport competitions. It is widely speculated that spectators who have played
the sport in the past have an increased interest and knowledge about the sport, which may enhance
game enjoyment experience. This speculation has been empirically tested and confirmed for college
(Doyle II et al., 1980) and professional (Lascu et al., 1995) sport events.
In brief, the EQS-HSF that included six factors (i.e., game attractiveness, event setting, economic
consideration, social opportunity, exciting atmosphere, and enjoyment experience) was proposed in
the current study. Their dimensionality, validity, reliability, and relevance were examined in this
study to assess event quality of high school football games.
METHODS
Participants
Research participants were adult spectators (N = 404) from three high school football game events. A
cluster random sampling method was adopted to recruit respondents, who voluntarily responded to a
survey study. Due to limitations associated with the involvement of human subjects, all respondents
in this study were of an age of 18 years or older. Three different high school football games were
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sampled, which represented diverse characteristics in terms of competition level, student population,
team performance, and community population.
Instruments
In this study, we adopted Churchill’s (1979) scale development procedures that included the
following six steps: (a) specify domain of construct, (b) generate sample of items, (c) collect data, (d)
purify measure, (e) assess reliability, and (f) assess validity. The step one was established through
identifying the six-factor model when developing the conceptual framework. The steps two to six
were accomplished by means of comprehensively reviewing related literature, formulating items for
the preliminary scale, conducting a test of content validity through a panel of expert, and conducting
a confirmatory factor analysis.
Based on an extensive review of literature on market demand and event operation programs, we
developed the preliminary EQS-HSF containing a total of 25 items under six factors, including Event
Setting (6 items), Economic Consideration (3 items), Social Opportunity (3 items), Exciting
Atmosphere (3 items), Enjoyment Experience (5 items), and Game Attractiveness (5 items). Most of
the items were derived and modified from existing scales or indications in previous studies (e.g.,
Braunstein et al., 2005; Byon et al., 2009; Byon et al., 2010; Kahle et al., 1996; Zhang et al., 1995). In
particular, modification of items was articulated to reflect the context of high school football game
events. To a great extent, these previous studies that were referenced in the current study followed
rigorous measurement procedures in their scale development process and showed good psychometric
properties. Thus, adopting items from these previous studies were appropriate.
These 25 items in the preliminary EQS-HSF were phrased into a statement in a 7-point Likert type
scale, ranging from 1 = ‘Strongly Disagree’ to 7 = ‘Strongly Agree.’ In order to describe spectator
characteristics, a total of eight sociodemographic questions were developed, including age, gender,
marital status, travel distance, household size, ethnicity, education level, and occupation. Following
the development of the preliminary scale, a test of content validity was conducted. A panel of 18
experts included three sport management professors, three high school athletic directors, three high
school principals, two high school head football coaches, and seven assistant high school football
coaches. Each panel was asked to examine domain clarity, relevance, and representativeness of each
of the 25 items. As a result, all of the items were retained, with minor changes and improvement
made, primarily in the area of wording clarity.
Data Analyses
Procedures in the SPSS version 16.0 were employed to calculate descriptive statistics for
sociodemographic and the EQS-HSF variables. Distribution normality was examined by evaluating
skewness and kurtosis values. For the skewness and kurtosis cut-off value, an absolute value equal
to or below 3.0 was considered acceptable (Chou and Bentler, 1995). A confirmatory factor analysis
(CFA) with maximum likelihood estimation was employed to examine an a priori measurement
model containing the relationship of a set of 25 indicators and their six latent variables. The AMOS
7.0 (Arbuckle, 2006) program was used to conduct the CFA. The justification of employing an CFA
rather than an exploratory factor analysis (EFA) was based on the consideration that the
measurement model was developed on the basis of well-established theoretical frameworks,
including market demand and event operation programs, as well as strong measurement evidence
derived in previous studies. Following the suggestion of adopting multiple fit indexes (Hair et al.,
2010), we utilized the following fit indexes: chi-square statistic (χ2), normed chi-square (χ2/df), root
mean square error of approximation (RMSEA), standardized root mean residual (SRMR), and
comparative fit index (CFI) (Hu and Bentler, 1999). Chi-square statistic was expected to be nonsignificant, indicating that there would be no difference between values in the sample covariance
matrix and the reproduced implied covariance matrix (Bollen, 1989). Suggested threshold for the
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normed chi-square was less than 3.0 (Bollen, 1989). Hu and Bentler (1999) suggested that RMSEA
value of .06 indicates a close fit; any value of RMSEA between .06 and .08 indicates acceptable fit; a
value of RMSEA between .08 and .10 shows mediocre fit; and a value greater than .10 indicates
unacceptable fit (Hu and Bentler, 1999). For SRMR, any value from .05 to .10 is considered
indicative of an acceptable fit. A rule of thumb for CFI is that any value larger than .90 indicates an
acceptable fit (Hu and Bentler, 1999).
In order to assess the model that has the best fit, two alterative models were developed that included
a first-order uncorrelated six-factor model and a second-order model covering all six factors. Because
the models were nested, these two models along with the initially proposed first-order correlated sixfactor model were compared using goodness of fit measures and a chi-square difference test.
According to Hair et al. (2010), all alternative models should be supported by theoretical
justifications. In this case, a theoretical justification for the first-order uncorrelated six-factor model
was derived from previous market demand studies, where varimax rotation in an EFA procedure
was employed (Zhang et al., 1997, 2001). Varimax rotation is used when theory indicates factors to
be independent among each other. A theoretical justification for the second-order model was that all
six factors were purported to measure event quality associated with high school football games that
could be all tied to the event of high school football games.
Once an ultimate model is selected, three reliability tests were employed to assess the reliability of
the factors: Cronbach’s coefficient alpha (α), composite reliability (CR), and average variance
extracted (AVE). Cut-off values for α and CR were .70, respectively, according to Hair et al. (2010).
Bagozzi and Yi (1988) suggested .50 or above as the benchmark value of AVE. Since AMOS program
did not provide CR and AVE values, CR and AVE values were calculated using the formulae
proposed by Hair et al. (2010).
Construct validity was tested in two perspectives: (a) convergent validity and (b) discriminant
validity. Convergent validity was tested by examining statistical significance of indicator loadings
and magnitude of the indicator loadings. Hair et al. (2010) suggested standardized indicator loading
be equal to or greater than .50 to show good convergent validity. Discriminant validity was examined
by two methods: (a) interfactor correlation and (b) Fornell and Larcker’s method. Kline (2005) argued
that a preliminary discriminant validity could be established when an interfactor correlation is
below .85. Fornell and Larcker (1981) suggested that discriminant validity is established when a
squared correlation between two constructs is lower than the AVE value for any one of the two
constructs.
RESULTS
Descriptive Statistics
As a result of descriptive statistics for the EQS-HSF variables, it was found that 21 items (of 25
items) had a mean score greater than 3.8, indicating that overall event quality variables were
considered highly by spectators of the high school football games. In addition, skewness and kurtosis
for the items were examined, and found that all skewness and kurtosis values for the EQS-HSF
variables were well within the acceptable threshold. Skewness values ranged from -.10 to 1.43 and
kurtosis values ranged from .18 to 1.57 (Table 1).
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Table 1
Descriptive statistics for the EQS-HSF (N = 404)
Variables
I enjoy the opportunity being outside during this time of
the season (ES1)
The day and time of game are convenient for me (ES2)
The stadium is clean (ES3)
The behavior of the fans/spectators attending the game is
appropriate (ES4)
There are no obstructed views of the game (e.g. pole, sign)
(ES5)
The stadium is attractive (ES6)
The price of an individual ticket is reasonable (EC1)
The price of alternative forms of entertainment during
the game event are more expensive (e.g. movies, plays,
concerts) (EC2)
The price of items at the concession are reasonable (EC3)
I enjoy the activities and opportunities of interacting with
others at the game (SO1)
I enjoy the activities and opportunities of spending time
with my friends or classmates at the game (SO2)
I enjoy the activities and opportunities of meeting new
people at the game (SO3)
The event programs provides a atmosphere for me to feel
escaped from my day-to-day routine (EA1)
Going to the event makes me feel a change of pace from
what I regularly do (EA2)
Many activities during the game event provide a feeling
of diversion from “life’s little problems” for me (EA3)
I enjoy the activities and opportunities of increasing my
knowledge about the game (EE1)
I enjoy the activities and opportunities of learning the
technical aspects of the game (EE2)
I enjoy the opportunities of watching a well-executed
athletic performance (EE3)
I enjoy the opportunities of a skillful performance by the
team (EE4)
I enjoy watching the game because I remember the times
when I played (EE5)
I am attending the game because of the team’s current
win/loss record (GA1)
The team produces a high offensive output (e.g. points,
touchdowns, number of total yards, etc.) (GA2)
The team’s defensive output is great (e.g. points against
average, number of sacks, turnovers caused, etc.) (GA3)
The team has a good conference standing (e.g.
involvement for 1st place or a playoff spot) (GA4)
The opponents are a great rival (GA5)

M
5.55

SD
1.54

Skewness
-1.16

Kurtosis
.95

5.52
5.19
5.45

1.54
1.43
1.41

-1.13
-.77
-1.01

.89
.43
.80

5.49

1.51

-1.06

.80

4.47
4.56
4.56

1.52
1.86
1.91

-.25
-.39
-.41

-.21
-.83
-.71

4.42
5.72

1.70
1.58

-.31
-1.43

-.55
1.57

5.37

1.82

-1.04

.18

4.45

1.80

-.37

-.64

4.73

1.84

-.57

-.52

4.68

1.86

-.60

-.60

4.29

1.95

-.26

-.94

4.18

1.88

-.22

-.90

4.04

1.92

-.16

-.99

4.88

1.94

-.71

-.57

5.07

1.89

-.85

-.26

5.06

1.82

-.79

-.30

2.35

1.74

1.04

.02

3.07

1.76

.35

-.79

3.30

1.76

.22

-.75

2.84

1.88

.64

-.65

3.79

1.74

-.10

-.60

Note: ES = event setting; EC = economic consideration; SO = social opportunity; EA = exciting
atmosphere; EE = enjoyment experience; GA = game attractiveness.
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Confirmatory Factor Analysis
Conducting the CFA, the first-order correlated six-factor model showed good fit to the data (χ2 =
693.81, p < .001; χ2/df = 2.68; RMSEA = .065, CI = .059 - .070; SRMR = .0645; CFI = .92). In addition,
magnitudes of standardized indicator loadings were all above the recommended criterion, except for
two indicators that had slightly lower loadings (i.e., loadings were .46 for both indicators) within the
Game Attractiveness factor (Hair et al., 2010). However, the two items were retained due to their
strong theoretical relevance to the factor (i.e., both items were assessing home team’s win/loss and
opponent team’s rivalry). Indicator loadings ranged .57 to .71 for the Event Setting factor, .51 to .73
for the Economic Consideration factor, .67 to .84 for the Social Opportunity factor, .72 to .84 for the
Exciting Atmosphere factor, .73 to .83 for the Enjoyment Experience factor, and .46 to .95 for the
Game Attractiveness factor (Table 2). As a result of the CFA, the proposed model was found to have
acceptable factor validity.
The first-order correlated six-factor model was compared to two nested models in a CFA by means of
chi-square difference test and the goodness of fit measures (Hair et al., 2010). The first-order
uncorrelated six-factor model showed comparatively poor model fit to the data (χ2 = 1230.48, p
< .001; χ2/df = 4.49; RMSEA = .093, CI = .088 - .098; SRMR = .271; CFI = .82). Conversely, it was
found that the second-order model showed reasonable fit to the data (χ2 = 776.73, p < .001; χ2/df =
2.90; RMSEA = .069, CI = .063 - .074; SRMR = .079; CFI = .90). Based on the CFA for the two
alternative models, the first-order uncorrelated six-factor model was dropped due to being a
significantly inferior model fit when compared to the second-order model. Hence, a chi-square
difference test was conducted between the first-order correlated model and the second-order model,
and the test revealed statistical significant difference (Δχ2 = 82.91; df = 9), suggesting that the firstorder correlated six-factor model was superior and thus it should be retained. The model fit indexes
of the first-order correlated model also supported its superiority to the second-order model. This
retained model was hence used for subsequent tests, including reliability and construct validity.
A total of three reliability tests were conducted that included Cronbach’s alpha, CR, and
AVE. Except for one factor (i.e., Economic Consideration = .65), all alpha values were above the
threshold of .70 (Nunnally and Bernstein, 1994), ranging from .78 (Social Opportunity) to .90
(Enjoyment Experience). Values of CR were also well above the cut-off criterion (Hair et al.,
2010), ranging from .81 (Event Setting) to .87 (Enjoyment Experience). Same as the Cronbach’s
alpha values, CR for Economic Consideration was slightly below the criterion (i.e., .67). Four
factors showed that AVE values were above the threshold (Bagozzi and Yi, 1988), ranging from .56
(Social Opportunity) to .64 (Exciting Atmosphere). Event Setting and Economic Consideration
factors were .42 and .41, respectively. Based on these three reliability tests, it was
concluded that the EQS-HFS showed reasonably acceptable reliability.
Construct validity was evaluated by two tests: (a) convergent validity and (b) discriminant
validity. All indicator loadings were statistically significant at .001 level. Except for two indicator
loadings, all indicator loadings met the criterion suggested by Hair et al.’s (2010) (i.e., standardized
loading equal to or greater than .50), indicating reasonable convergent validity. Discriminant
validity was examined by two methods: (a) interfactor correlation and (b) Fornell and
Larcker’s method. All interfactor correlations were well below the Kline’s (2005) criterion of .85,
ranging from .12 to .69. The Fornell and Larcker’s (1981) method indicated all squared
correlations between any of two constructs were lower than the AVE value for any one of the two
constructs except for two cases (i.e., Event Setting and Economic Consideration), which were
slightly higher. Based on goodness of fit measures, reliability test, construct validity test, it was
concluded that overall, the developed EQS-HFS showed preliminary yet promising psychometric
properties (Table 2).
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Table 2.
Indicator loadings, critical ratios, Cronbach’s alpha, composite reliability, average
variance extracted for the EQS-HSF (N = 404)
Variables
Event Setting
I enjoy the opportunity being outside during this
time of the season
The day and time of game are convenient for me
The stadium is clean
The behavior of the fans/spectators attending the
game is appropriate
There are no obstructed views of the game (e.g. pole,
sign)
The stadium is attractive
Economic Consideration
The price of an individual ticket is reasonable
The price of alternative forms of entertainment
during the games are more expensive (e.g. movies,
plays, concerts)
The price of items at the concession are reasonable
Social Opportunity
I enjoy the activities and opportunities of
interacting with others at the game
I enjoy the activities and opportunities of spending
time with my friends or classmates at the game
I enjoy the activities and opportunities of meeting
new people at the game
Exciting atmosphere
The event programs provides an atmosphere for me
to feel escape for me from my day-to-day routine
Going to the event makes me feel a change of pace
from what I regularly do
Many activities during the game event provide a
feeling of diversion from “life’s little
problems” for me
Enjoyment Experience
I enjoy the activities and opportunities of increasing
my knowledge about the game
I enjoy the activities and opportunities of learning
the technical aspects of the game
I enjoy the opportunities of watching a wellexecuted athletic performance
I enjoy the opportunities of a skillful performance
by the team
I enjoy watching the game because I remember the
times when I played
Game Attractiveness
I am attending the game because of the team’s
current win/loss record
The team produces a high offensive output (e.g.

Indicator
Loadings

Critical
Ratios

α

CR

AVE

.81

.81

.42

.65

.67

.41

.78

.79

.56

.84

.84

.64

.90

.87

.58

.85

.86

.56

.68
.71
.65
.59

9.95
10.39
10.49

.69

10.21

.57

9.06

.51
.66

8.16

.73

10.18

.67
.84

12.31

.72

11.56

.84
.72

15.05

.83

17.36

.73
.73

21.97

.77

14.18

.75

13.72

.83

15.12

.46
.89

9.90
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points, touchdowns, number of total yards, etc.)
The team’s defensive output is great (e.g. points
against average, number of sacks, turnovers caused,
etc.)
The team has a good conference standing (e.g.
involvement for 1st place or a playoff spot)
The opponents are a great rival

.84

9.75

.46

9.58

.95

7.20

DISCUSSION
The purpose of this study was to identify the dimensions of event quality associated with high school
football games and subsequently develop a scale, the Event Quality Scale in High School Football
(EQS-HSF). The EQS-HSF consisted of a total of 25 items under 6 factors: Event Setting (6 items),
Economic Consideration (3 items), Social Opportunity (3 items), Exciting Atmosphere (3 items),
Enjoyment Experience (5 items), and Game Attractiveness (5 items). As a result of the CFA, the
EQS-HSF displayed a good fit to the data and also showed reasonable construct reliability and
validity. Nonetheless, there were two aspects of this scale that need further validations: (a) relatively
low parameter estimation of two variables in the Game Attractiveness factor and (b) discriminant
validity for the Event Setting and the Economic Consideration factors.
The two items with low parameter estimation were items assessing home team’s win/loss record and
the status of a rivalry presence. Due to their strong theoretical significance as indicated in numerous
previous studies (e.g., Byon et al., 2010; Zhang et al., 1995), a decision was made in this study to
retain them in the Game Attractiveness factor. One plausible explanation of differences in the
findings of this study may be due to contextual difference, namely high school sports vs. professional
sports. In professional sport, fans are generally more sensitive to the winning and beating rivalry
teams than those of an amateur sport. Today, one of the primary reasons that people have an
aversion to professional sports may be that professional sports are too much driven by winning and
business, instead of passion and pride, which are more likely seen in interscholastic and
intercollegiate sports. Based on the findings of this study, winning and rivalry may not be main
attributes associated with Game Attractiveness factor. However, these speculations need further
empirical investigations.
In the current study, there were ambivalent results in discriminant validity for two factors (i.e.,
Event Setting and Economic Consideration). Based on Fornell and Larcker’s (1981) test for the Event
Setting and Economic Consideration factors, it appeared that these two factors were somewhat
statistically non-distinct. Meanwhile, another discriminant validity test showed contradictory
finding, where these two factors were statistically distinct (r = .69). Fornell and Larcker’s (1981) test
involves comparing AVE values and squared correlation of the constructs of interest. In fact, AVE
value is a function of standardized factor loadings and the number of items within a latent construct.
No items in both the Event Setting and the Economic Consideration factors were in violation of the
threshold of .50 or above (Hair et al., 2010). However, only one item was above .70 in the Event
Setting and Economic Consideration, respectively, indicating that more than 50% of the variance
was explained by unique and error variances. In fact, Hair et al. suggested .50 is a minimum
criterion and .70 is an ideal cut-off criterion when evaluating an indicator. In future studies, it is
suggested adopting more stringent criterion of .70 when evaluating factor loadings of the EQS-HSF.
In brief, a multi-dimensional scale, the EQS-HSF, was developed in this study through rigorous
measurement procedures. Items representing all six dimensions of the EQS-HSF were found to be
relevant and contributing to sport consumption in previous studies (e.g., Byon et al., 2010; Wann et
al., 1999; Zhang et al., 1995). Furthermore, findings from the factor analysis revealed that items
loaded reasonably well on a priori specified latent factors, indicating that the six factors could be
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used to explain sport consumption behavior. By building a reliable and valid scale that measures
event quality aspects in high school football games, findings of this study are expected to have
provided preliminary evidence to fill the void in the existing literature.
While this study focused on content and construct validity, predictive validity of the EQS-HSF to
sport consumption behaviors was not examined in this investigation. Hence, criterion variables such
as attendance intention, ticket renewal, and merchandise consumption should be included and tested
in future studies. Additionally, it is uncertain if the EQS-HSF scale would function in the same way
across different groups that may be segmented by socio-demographics (e.g., gender, race, and
income), psychographics (e.g., team identification, involvement), ticket types (e.g., season ticket
holders, mini season ticket holders, and individual ticket holders), and performance levels (e.g.,
winning team vs. losing team). In order to test the individual and contextual differences, invariance
tests should be conducted in future studies. Statistically, this procedure would allow researchers to
understand not only the extent to which the number of latent variables and the pattern structure are
similar, but also the extent to which factor loadings in the latent variables are invariant across
groups (Hair et al., 2010). These tests would provide further stability of the EQS-HSF.
IMPLICATIONS FOR MARKETING PRACTITIONERS
Findings of this study have several managerial implications. This scale has provided interscholastic
athletic administrators with a useful instrument to better understand and manage their event
products (e.g., games and event services) so as to create higher consumer demands. Dillman (2000)
warned the potential threats to the precision of measurement in a survey form with too many items.
The resolved EQS-HSF scale in the current study is concise, with only 25 items. It would take 10 to
15 minutes to complete an on-site survey. Simple descriptive statistics would offer a quick glimpse of
event operations by the athletic department. Data from the six event quality dimensions may be
used to relate to the following variables: (a) future attendance intentions, (b) licensed merchandise
consumption, (c) media consumption, and (d) interest in team support, where the importance and
relevance of the event quality factors can be examined and specific market strategies can be
accordingly developed. In addition, the multi-dimensional scale would provide relative importance on
sport consumption behavior, enabling sport managers to identify which dimensions of the event
quality can best and least explain sport consumption behavior. Despite the fact that high school
football is known as the revenue generator, it is considered that those involved in the marketing of
high school football generally have limited resources, preventing them from marketing to its fullest.
Therefore, having an instrument that allows sport managers to correctly identify areas where
resources are needed is critical in success of managing the sport teams (Greenwell et al., 2007).
Having a valid instrument that allows athletic administrators to specifically identify areas where
improvement is needed is critical in elevating the market demand for the sport events (Greenwell et
al., 2007; Zhang et al., 1995). Hums and MacLean (2008) suggested that sport managers conduct
periodic assessment of their core and peripheral products to examine whether or not the products
adequately serve consumer’s needs and demands. In this regard, the EQS-HSF could be a reliable
choice for athletic administrators as they evaluate the event quality of football game. With some
modifications and test of measurement properties, the EQS-HSF scale may be applied to game
events of various high school sports.
Applying the EQS-HSF scale to measure common factors of event quality programs before, during,
and after football games would enhance job efficiency in managing event products, which may result
in saving operating cost. For instance, identifying areas of needs would provide administrators with
better ideas of classifying jobs, duties, placement, and training for both employees and volunteers.
According to the dimensions of this scale, event responsibilities may be organized to enhance optimal
achievement of event operations. With this re-organized assignment in place, a proactive response to
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the areas of needs can be implemented, resulting in a quicker response to consumer needs, reduced
cost for emergency plans, and a better event experience for spectators.
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